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With the growing competition in the real estate market, real estate marketing is 
becoming from the "product-oriented" to "consumer-oriented". China's real estate 
industry went into a subtle period in 2010, out of the international financial crisis 
and has experienced a turbulent policy and market. In Xiamen, China Vanke, 
Shimao real estate giants have already entered the market；the local developers came 
to realize that deep market research and customer oriented are very important for an 
enterprise to win in the intensive market competition. 
This paper takes Xiamen Poetic Real Estate Company Haixia International 
Community Phase III as the research object. With customer oriented concept, 
through questionnaires by setting the the four basic marketing elements including 
consumer's demand and expectation, cost, purchasing convenience and 
communication.(4Cs) 
Based on many years of experience in the real estate development, the author 
made the conclusion after the complicated analysis of macro market, regional 
market, consumers purchasing power and purchase intentions, as well as the product, 
service, price and communication factors. Conclusions are summarized as below: 
customers with purchasing intention will pay much intention to the products' 
software and hardware facilities, and also emphasize on privacy and personal 
favorite, the buying behavior is more rational. Therefore, the developer should try 
best to build brand image and increase its awareness. Listen to the voices of 
consumers, focus on product design and implementation with strict quality control; 
pay attention to the media impact and make good use of communication channels. 
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